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Keydra	 Demea,	 a	 28-year-old	 shopper	 who	 went	 to	 Lord	 &	 Taylor	 to	 browse	
winter	coats,	comes	across	a	rack	of	outerwear	by	Ivanka	Trump.	“They	were	nice	
and	on	sale,”	she	says.	“I	wanted	all	of	her	coats,	but	I	just	couldn’t	do	it.”		
	
She	couldn’t	bring	herself	 to	buy	one	because	of	her	political	and	moral	beliefs;	
Demea	is	a	registered	Democrat	and	Hillary	Clinton	supporter.	She	doesn’t	like	or	
trust	Trump.		
	
“You’re	not	the	only	one,”	a	Lord	&	Taylor	sales	associate	tells	her.			
	
The	Business	Woman:	
	
This	distrust	from	shoppers	is	having	an	effect	on	Trump’s	business	as	a	whole.	
Her	brand	isn’t	doing	as	well	as	she	says	it	is,	and	she	isn’t	making	as	much	money	
as	she	claims	to	be.	The	inconsistencies	about	her	business	practices	and	
vagueness	as	a	business	woman	leads	to	this	hesitance	and	cynicism	to	purchase	
her	items	at	full	price,	or	at	all.	
	
Ivanka	isn’t	the	only	Trump	who	refuses	to	see	the	gap	between	the	image	she	
projects	and	the	reality	of	her	business.	Her	father,	President	Donald	Trump,	also	
lives	in	an	imaginary	world	of	triumph.	Trump	receives	daily	folders	with	favorable	
coverage,	Vice	News	reported.	“The	folders	are	filled	with	screenshots	of	positive	
cable	news	chyrons	(those	lower-third	headlines	and	crawls),	admiring	tweets,	
transcripts	of	fawning	TV	interviews,	praise-filled	news	stories,	and	sometimes	
just	pictures	of	Trump	on	TV	looking	powerful,”	according	to	the	publication.	
	
Despite	many	lawsuits	from	other	designers,	an	investigation	into	factories	in	Asia	
that	produce	Ivanka	Trump	shoes	and	seeing	most	of	her	clothes	on	sale	in	the	
stores	that	still	sell	her	products,	Ivanka	Trump	continues	to	insist	all	is	well	when	
it’s	not.		
	 	
“The	fact	that	our	president	has	no	regard	for	truth	is	a	concern.	The	reputation	
of	our	country	has	been	harmed,”	says	Jeanette	Shelton	admin	of	the	Boycott	
Trump	Businesses	Facebook	Group.	“Boycotting	Ivanka	is	tied	to	the	unusual,	
strange	role	she	has	and	the	fact	that	she	continues	business	activities	while	in	
this	role.	I	believe	she	is	a	business	woman	but	with	a	huge	conflict	of	interest.”	
	
The	Business:	
	
Trump	uses	her	father’s	tactics	in	her	business	practices,	too,	including	lying	and	
corruption.	In	2012,	Trump	and	her	brother	Donald	Trump	Jr.,	settled	a	civil	suit	
and	avoided	criminal	indictment	after	they	mislead	prospective	buyers	of	units	in	
a	Soho	hotel	and	condo	development.	They	didn’t	tell	investors	that	they	failed	to	
sell	the	units.		
	
Her	apparel	business	is	no	different.	
	
Her	brand	is	largely	a	licensing	operation.	It	sells	the	use	of	the	Ivanka	Trump	
name	to	partners	who	manufacture	her	clothes,	shoes,	and	other	accessories.	
Little	is	known	about	the	company’s	financials.	Revenues	were	between	$4	
million	and	$6	million	in	2013,	before	she	put	the	brand	in	a	trust,	the	New	York	
Times	previously	reported.	Under	the	trust,	Trump	may	address	potential	
conflicts	related	to	her	businesses	by	either	recusing	herself	from	related	White	
House	business	or	vetoing	the	potential	deals	for	her	company.	
“I	think	she	is	surrounded	by	a	large	team	of	people	making	decisions,	and	that	is	
smart	for	any	business	person,	regardless	of	who	their	father	is,”	says	Bustle	
writer	Amy	Sciareto.	“Then	again,	because	she	was	born	into	a	rich	family,	she	has	
access	to	the	thing	many	people	who	launch	startups	do	not	and	that's	instant	
capital.	She	didn't	have	to	do	much	searching	for	investors.”	
	
This	privilege	has	been	evident	since	she	was	a	kid,	based	on	her	2009	book,	The	
Trump	Card,	which	shows	the	philosophy	of	the	Trump	family.	“We	had	no	such	
advantages,”	she	writes,	about	her	days	selling	lemonade	at	the	family	summer	
home	in	Connecticut.	The	neighborhood	was	so	ritzy	that	there	was	no	foot	
traffic.	“As	good	fortune	would	have	it,	we	had	a	bodyguard	that	summer,”	she	
continues.	She	and	her	siblings	persuaded	the	bodyguard	to	buy	lemonade,	and	
then	their	driver,	and	then	the	maids,	who	“dug	deep	for	their	spare	change.”	The	
supposed	lesson	in	this	story	about	childhood	privilege	is	that	she	and	her	
brothers,	“made	the	best	of	a	bad	situation.”		
	
Even	though	Trump	was	paid	to	“leave”	her	brand	to	focus	on	governmental	
duties,	she	rolled	her	fashion	brand	into	the	Ivanka	M.	Trump	Business	Trust	
earlier,	in	March	2017.	Her	brother-in-law,	Josh	Kushner,	and	sister-in-law,	Nicole	
Meyer,	oversee	the	trust.	It	was	valued	at	more	than	$50	million,	according	to	The	
New	York	Times.	
Under	the	new	arrangement,	Trump	will	no	longer	appear	in	advertisements.	She	
is	no	longer	the	public	face	of	the	brand.	But	behind	closed	doors,	she	is	still	able	
to	make	important	business	decisions.	She	created	the	trust	in	order	to	
“separate”	herself	from	her	business	and		“volunteer	her	services”	to	her	father	in	
the	White	House.	Yet,	politics	play	a	huge	role	in	pushing	her	business	forth.	
	
Trust	is	a	factor	when	it	comes	to	the	Trumps.	“Believe	me,”	Donald	Trump	urges	
crowds	and	the	media.	Not	many	people	do.	He	has	a	weak	approval	rating,	of	40	
percent,	and	a	disapproval	rating	of	55	percent.	His	daughter’s	approval	rating	is	
only	marginally	better,	at	41	percent	according	to	CNN’s	poll.	It’s	clear	that	some	
Americans	reject	the	Trump	agenda	because	it’s	greedily	driven.	
	
“Ivanka	Trump’s	business	practices	are	shady	and	illegal	at	best,”	says	activist	and	
member	of	the	Resistance	Party	Kassandra	Raaj.	The	Resistance	Party	is	a	
grassroots	movement	that	aims	to	fight	Trump’s	agendas	as	well	as	neoliberal	
corporatism	in	the	Democratic	Party.	“Her	business	is	not	a	casualty	of	her	
father’s	illegitimate	presidency.	She’s	been	doing	questionable	business	for	years	
and	has	been	taught	by	her	father	to	do	so,”	says	Raaj.		
	
The	day-to-day	responsibilities	of	Ivanka	Trump	&	Co.	were	handed	over	to	the	
company’s	top	executive,	Abigail	Klem,	who	is	a	former	lawyer	and	registered	
Democrat.	She	says	the	brand	continues	to	appeal	to	customers,	who	are	
between	the	ages	of	25	and	40,	make	$60,000	to	$100,000,	and	are	most	likely	to	
live	in	New	York,	California,	or	Texas,	the	company’s	research	shows.	But	how	
successful	can	the	brand	really	be	when	most	of	its	targeted	customers	are	in	blue	
states?	
	
Earlier	this	year,	Trump’s	fashion	line	rebranded	with	the	name	Adrienne	Vittadini	
to	bolster	sales.	Who	is	Adrienne	Vittadini?	She	is	a	72-year-old	fashion	designer	
from	Hungary	with	a	style	like	Trump’s.	The	company	that	distributes	Ivanka	
Trump-branded	items	through	a	licensing	agreement,	G-III	Apparel	Group,	Ltd,	led	
the	re-labeling.	G-III	says	Trump	and	her	company	knew	nothing	about	it.	“G-III	
has	already	begun	to	take	corrective	actions,”	it	said	in	a	statement,	“including	
facilitating	the	immediate	removal	of	any	mistakenly	labelled	merchandise	from	
its	customer.”	Ivanka	Trump	and	Adrienne	Vittadini	products	are	still	being	sold	in	
discount	chains	like	Stein	Mart	and	Lot	Less.		
	
[G-III	Apparel	Stock	Price	Chart]	
[G-III	Apparel	Revenue	Increase	Over	10	Years	Chart]	
	
G-III	Apparel	is	a	billion-dollar	fashion	manufacturer	and	distributor	that	caters	to	
women’s	clothing	and	shoes.	Along	with	Ivanka	Trump	Co.,	it	also	licenses	brand	
names	like	Calvin	Klein,	Ellen	Tracy,	Guess,	and	Jessica	Simpson.		
	
The	#GrabYourWallet	movement	is	where	people	boycott	stores	that	do	business	
with	the	Trump	family.	This	led	luxury	stores	like	Neiman	Marcus	and	Nordstrom	
to	ditch	the	Ivanka	Trump	brand.	Nordstrom	made	the	decision	to	drop	her	line	in	
February	2017	and	the	#GrabYourWallet	movement	is	still	in	full	effect	today.		
	
“Regardless	of	political	affiliation,	the	behavior	[of	the	Trumps]	seemed	well	
beyond	anything	we	could	be	proud	of,”	says	Shelton	admin	of	Boycott	Trump	
Businesses	Facebook	Group.	“My	vote	and	many	others	vote	didn't	seem	to	
matter,	so	I	thought	to	protest	in	the	only	manner	that	that	might	get	their	
attention,	their	businesses.”	
	
Some	stores	like	Macy’s	and	Bloomingdales	still	sell	her	fashions.	But	even	
Macy’s,	which	is	one	of	the	biggest	retailers	that	sells	Ivanka	Trump	products,	is	
pulling	back.	In	its	flagship	store,	Ivanka	Trump	dresses	were	20	percent	off	and	
mixed	in	with	outfits	from	another	brand.	“Her	brand	has	gone	through	a	few	
different	incarnations,”	said	Sciareto.	“She	started	out	high	end,	and	luxury,	and	
then	went	down-market	at	mass	retail	instead.”		
	
“We	don’t	carry	her	bags	or	shoes	at	this	location	but	Macy’s	online	still	sells	her	
stuff,”	says	Sadiyah	Mohamed,	a	sales	associate	at	the	Macy’s	location	at	Queens	
Center	Mall.	Out	of	168	items	on	Macy’s	site,	as	of	November	2017,	133	items	
were	part	of	clearance,	discounted,	or	on	sale.	“Eventually	all	of	her	merchandise	
will	be	removed,	it	is	slowly	being	taken	out,”	Mohamed	said.	“None	of	her	items	
are	at	the	Macy’s	I	work	at.”	
	
	
International	Connections:	Deals,	Lawsuits	&	Chinese	Labor	
	
In	December	2016,	Trump	joined	her	father	when	he	met	with	Prime	Minister	
Shinzo	Abe	of	Japan.	The	meeting	took	place	as	her	brand	was	completing	a	deal	
with	a	company	whose	largest	shareholder	was	a	bank	owned	by	the	Japanese	
government.	After	the	meeting,	Abe	also	pledged	a	$50	million	donation	to	the	
Women	Entrepreneurs	Finance	Initiative	championed	by	Ivanka	Trump.	
	
The	bank	deal	was	called	off	after	the	New	York	Times	published	an	article	in	June	
2017	that	reported	this.	Along	with	the	meetings	with	Mr.	Abe,	she	also	took	her	
father’s	seat	at	the	G-20	summit	and	within	the	last	year	her	Ivanka	Trump	LLC	
applied	for	numerous	new	trademarks	worldwide	following	Trump’s	win,	
including	in	China,	the	Philippines,	Canada,	Puerto	Rico,	and	the	U.S.	
	
Her	practices	take	advantage	of	people	like	factory	workers	in	China.	And	her	
brand	has	also	profited	from	her	father’s	relationship	to	China.	Over	the	summer,	
three	Chinese	activists	were	arrested	for	attempting	to	expose	the	labor	
conditions	at	a	Trump-linked	factory	that	manufactured	most	of	Ivanka	Trump’s	
line,	according	to	the	Washington	Post.	
	
China	Labor	Watch,	where	the	men	worked,	issued	a	report	on	the	factory	
conditions	that	said	employees	were	forced	to	work	12-hour	days,	at	least	six	
days	a	week.	Workers	did	not	receive	any	safety	training,	even	though	many	came	
into	contact	with	hot	oils	and	glues,	and	they	had	monthly	salaries	of	about	2,500	
yuan,	or	$365,	each.	Call	it	the	lemonade	stand	of	self-interest,	this	time	the	
money	isn’t	coming	from	her	driver	or	maid	but	from	the	sweat	and	money	of	
Chinese	workers.		
	
Trump	“has	been	advised	that	she	cannot	ask	the	government	to	act	in	an	issue	
involving	the	brand	in	any	way,	constraining	her	ability	to	intervene	personally,”	
because	of	her	role	in	the	White	House,	her	attorney	Jamie	Gorelick	told	the	Post.		
Trump’s	governmental	responsibilities	are	a	way	of	trying	to	avoid	lawsuits	
against	her	brand.	She	continues	to	wear	own	pieces	to	help	promote	her	
personal	brand.	She	has	championed	herself	as	an	advocate	for	working	women	
across	the	globe	despite	taking	advantage	of	working	women	(and	men)	in	Asia,	
as	well	as	stealing	the	work	of	designers	at	home	and	abroad.	
	
Both	internationally	and	nationally	Trump	has	also	run	into	lawsuits	within	the	
fashion	industry.	One	major	lawsuit	is	her	brand	entanglement	in	an	intellectual	
property	battle	with	fashion	designer	Edgardo	Osorio.	He	is	the	co-founder	and	
creative	director	of	fashion	brand	Aquazzura,	which	has	taken	legal	action	against	
Trump	for	allegedly	copying	the	design	of	his	iconic	“Wild	Thing”	sandal	that	
catapulted	his	brand	to	international	success.	When	Osorio	first	noticed	that	a	
number	of	labels	had	copied	his	design,	his	brand	filed	multiple	lawsuits,	mainly	
targeting	larger	brands	like	Marc	Fisher	and	Steve	Madden,	according	to	
a	Bloomberg	report.	One	of	the	other	companies	on	his	list	was	Trump’s	which	
was	selling	his	$785	shoe	for	only	$65.	
	
Osorio	took	to	Instagram	to	directly	address	Trump:	
	
“One	of	the	most	disturbing	things	in	the	fashion	industry	is	when	someone	
blatantly	steals	your	copyright	designs	and	doesn’t	care,”	his	label	posted	on	its	
Instagram	account	in	March	2016.	“You	should	know	better.	Shame	on	
you	@ivankatrump!	Imitation	is	NOT	the	most	sincere	form	of	flattery.”	
	
Companies	like	Mystique	and	Derek	Lam	have	also	filed	lawsuits.	She	has	been	hit	
with	a	class	action	lawsuit	by	Modern	Appealing	Clothing	(MAC)	who	claims	she	is	
cashing	in	on	her	father	being	president	of	the	U.S.	MAC	says	the	first	daughter’s	
firm	has	also	gained	an	"unfair	advantage"	from	her	husband	Jared	Kushner	
working	for	the	president,	and	charged	that	President	Trump,	his	trusted	adviser	
Kellyanne	Conway,	and	White	House	spokesman	Sean	Spicer	have	all	helped	
boost	sales	of	Ivanka	Trump	LLC	products.	
More	recently,	in	October,	Trump	settled	a	copyright	infringement	with	California	
textile	company	Unicolors	Inc.	The	company	claimed	that	Ivanka	Trump	and	her	
licensee	G-III	Apparel	made	use	of	one	of	its	copyright-protected,	two-
dimensional	graphic	prints	without	permission	to	do	so.	
	
Another	recent	lawsuit	is	from	an	Italian	jeweler	Raselli	Franco	who	is	suing	
Trump	after	her	brand	Ivanka	Trump	Fine	Jewelry	purchased	$56,833	in	jewels	
but	has	only	paid	$21,222	for	it.	Franco	claims	Trump's	company	agreed	to	pay	
the	total	in	four	payments	but	has	missed	several	deadlines.	This	isn’t	the	only	
financial	trouble	her	jewelry	division	has	had.	USA	Today	reported	in	early	2017	
that	Trump's	jewelry	line	owed	over	$5,000	in	unpaid	sales	taxes	and	was	being	
sued	by	jewelry	supplier	KGK	Jewelry,	who	claimed	Trump's	company	owed	
them	$3	million.		
	
[Photo	Gallery	of	Ivanka	Trump	products	versus	the	original	version]	
	
The	Shoppers:	
	
Abroad	her	fashion	doesn’t	seem	to	move	shoppers.	“Her	style	is	older	than	a	UK	
student’s	style	and	those	UK	students	who	are	politically	aware	are	not	
impressed,”	says	Maria	Malone,	principle	lecturer	of	fashion	business	at	
Manchester	Fashion	Institute.	“She	does	not	seem	to	be	very	much	on	the	radar	
of	the	UK	fashion	industry	and	does	not	pose	any	competition.”	
	
Shoppers	either	stay	far	away	from	her	products,	or	buy	them	when	they’re	dirt	
cheap,	which	means	she’s	not	cashing	out	on	much	of	her	merchandise.	Although	
larger	stores	have	dropped	her	products	and	the	#GrabYourWallet	campaign	is	
still	personal	for	many	shoppers,	there	are	people	who	support	her	brand.	
	
“Ivanka	is	a	caring,	kind	person.	Her	brand	projects	her	views,	very	feminine	but	
strong.	She	is	very	well	educated,”	says	Patricia	Lewis,	administrator	of	the	We	
Support	Ivanka	Trump	Fashions	Facebook	page,	which	has	more	than	3,000	likes.	
“The	boycott	was	a	total	disaster	for	liberals.	It	just	encouraged	more	sales	and	
more	revenue	for	her	company.	I	saw	a	great	increase	in	ladies'	purchases	and	
they	were	proud	to	post	them	online,	wearing	it	as	a	badge	and	a	big	middle	
finger	to	the	left”	continues	Lewis.	
	
Many	women	who	voted	for	Trump,	like	Lewis,	are	what’s	known	as	Ivanka	Trump	
voters.	They’re	white	women	from	the	suburbs,	who	think	Ivanka	Trump	is	
everything	her	father	is	not	and	want	to	see	her	in	the	White	House.	Right	before	
the	presidential	election	of	last	year,	a	chart	shows	suburban	women	in	Virginia	
and	Florida	split	nearly	50/50	between	Republican	and	Democratic	candidates	in	
both	states,	according	to	FiveThirtyEight.	
	
Her	financial	advantage	is	the	basis	of	her	brand’s	identity	crisis.	Ivanka	Trump	is	a	
figure	that	is	impossible	to	relate	to	for	the	middle	and	poor	class.	They	refuse	to	
purchase	her	merchandise,	and	those	that	do,	do	it	on	the	cheap.	Most	Ivanka	
Trump	voters,	unlike	Lewis,	cannot	afford	her	merchandise	unless	it	is	heavily	
discounted	at	stores	like	Marshalls	or	T.J.	Maxx.		
	
[Photo	Gallery	of	Discounted	Ivanka	Trump	products	in	retail]	
	
Trump	is	a	wealthy	woman	but	her	fashion	isn’t	on	the	radar	of	any	other	wealthy	
people.	In	the	regions	of	the	US	that	voted	for	Trump,	also	known	as	Trumpland,	
wealthy	consumers	are	buying	brands	like	Chanel,	Gucci,	Loui	Vuitton,	and	David	
Yurman,	according	to	Business	of	Fashion.	Trump’s	brand	can’t	survive	solely	as	a	
luxury	brand	because	rich	people	don’t	want	her	product.		
	
The	Conclusion:	
	
Whether	it’s	dodgy	deals	with	China	and	Japan,	a	failed	Soho	hotel	or	taking	
advantage	of	factory	workers,	Ivanka	Trump	has	certainly	learned	a	lot	from	her	
father	when	it	comes	to	business	and	being	a	master	marketer	in	the	public	eye.	
	
“On	coasts	and	in	liberal	areas,	I	would	believe	her	brand	has	been	hurt,”	says	
Laurie	Mucciolo,	who	has	spent	17	years	studying	and	working	in	design,	tech	in	
e-commerce	in	the	fashion	and	entertainment	industries.	“My	first	instinct	is	that	
perhaps	in	pro-Trump	states	she	may	gain	popularity,	but	I	struggle	to	think	those	
who	would	still	like	her	are	going	to	need	a	smart	nude	three-inch	pump	for	work	
or	hot	pink	tassel	fringe	four-inch	sandals.”	
	
Some	customers	who	buy	her	clothes	do	so	to	make	political	statements.	Others	
leave	her	items	on	the	rack	to	protest	the	Trump	name.	Then	there	are	those	who	
don’t	even	know	she	even	has	a	clothing	line.	The	stores	that	are	selling	her	brand	
are	selling	her	fashion	at	heavily	discounted	prices	but	many	shoppers	just	don’t	
seem	to	care.		
	
“She	may	have	a	wider	type	of	selection	but	my	instinct	is	she	is	suffering	more	
than	profiting,”	says	Mucciolo.		
	
Ivanka	Trump’s	brand	is	a	contradiction	to	what	she	claims	to	stand	for	and	it’s	
struggling	due	to	an	identity	crisis	that	comes	with	cynicism	from	shoppers.	
	
Trump	ignores	what	is	really	happening	to	her	business	in	her	attempt	to	
encourage	people	to	look	past	any	negative	or	unflattering	bits	of	information.	
She	wants	people	to	focus	on	anything	that’s	good	for	her	image,	even	if	that	
means	showcasing	her	brand	as	a	successful	one	or	omitting	that	it’s	losing	
money.	
	
She	has	disregarded	her	own	privilege	and	business	opportunities	from	a	child	
selling	lemonade	to	a	woman	selling	apparel.	By	page	nine	of	her	latest	book	
Women	Who	Work,	she	has	ignored	lower	and	middle	class	readers	and	given	up	
being	relatable.	“Did	I	have	an	edge,	getting	started	in	business?”	she	asks.	“No	
question.	But	get	over	it.	And	read	on.”		
	
